Abstract -
I. INTRODUCTION
Despite increasing consumers' cosmopolitism, consumer ethnocentrism remains a significant issue in international business and marketing in order to better know consumer behaviour. The ethnocentrism involves the belief that one group of the population is superior to others [1] . The ethnocentrism is considered as the expression of the need of a person to pursue one's own identity, to belong to any group and contribute to the well-being of that group [2] .
In the marketplace consumer ethnocentrism manifests in consumers' belief that buying of foreign-made products is inappropriate and immoral and may hurt national businesses and employment [3] , [4] . Transferred to economic actions such ethnocentric attitude influences consumers' attitude towards the national and foreign-made products, product perceptions and purchase decisions [5] .
Reference [6] shows that ethnocentric attitudes disperse across different product categories and different countries. This calls for a product-specific and regional-specific approach while analyzing the phenomenon of consumer ethnocentrism. Product-specific approach means that the influence of consumers' ethnocentrism on the perception of a product, consumer's decisions and actions differ in different categories of goods. Consumers are more sensitive to the country-of-origin of the products that are consumed directly [7] and the consumption of which is more related to physical risk -food, drinks, etc. In this research the product category of dietary supplements have been chosen, as the dietary supplements present a group of products that are consumed directly and are related to more physical risk when compared to other groups of products.
Regional-specific approach leads to searching for some common tendencies in the countries which possess economical, historical and/or cultural similarities. In post-soviet countries the consumer values and attitudes, including consumer ethnocentrism, were inevitably shaped by such factors as centrally planned economy, import restrictions and lack of international competition, limited advertising and sales promotion techniques in the past [8] , [9] , as well as recent liberalization of economies and integration into the European Union.
The results of the studies on the effect of product's country of origin and manifestation of ethnocentrism in transitional economies are controversial. Reference [9] shows that after 1998, when "the iron curtain" fell, consumers felt great passion for foreign-made products. In post-communist countries consumers queued up to purchase foreign-made products because most of the products that had been deficit in the centrally planned economy [10] became available. Campaigns of unusual advertising and purchase stimulation induced the demand for foreign-made products; the abovementioned promotional factors were hardly used by local companies. When local producers have learnt how to compete with foreign-made products the post-communist consumer again returns back to domestic products [9] .
Reference [8] points out that in domestic markets the advertising of the products by means of mass media was hardly used as the way to promote sales. However, according to the reference [8] , consumers of post-communist countries met advertisements of foreign products with scepticism.
In this research Lithuanian market was chosen as an example of post-soviet country and transition economy in the Central and Eastern Europe. The article presents the scientific problem -how consumers' ethnocentrism manifests in the market of dietary supplements in Lithuania.
This study aims to disclose the relationship between the consumer ethnocentrism and consumer attitudes towards the domestic and foreign-made dietary supplements in the market of Lithuania.
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The research methods applied are consumer survey (N = 352) and statistical analysis.
The paper consists of three parts. The first part presents theoretical insight on the topic of consumer ethnocentrism, as well as formulates and substantiates hypotheses. The second part presents the research logic and applied research methods. The third part presents research results and the survey of hypotheses.
The research results have been presented at the international scientific conference ICEM 2014 (Riga, Latvia).
II. THEORETICAL BACKGROUND AND RESEARCH HYPOTHESES

A. Antecedents of Consumer Ethnocentrism
The findings of previous empirical studies indicate that the level of consumer ethnocentrism depends on demographic, socio-psychological characteristics of consumers, as well as economical and political characteristics of the export country [11] , [12] , [13] , [14] .
Most empirical researches show strong coherence of the degree of consumers' ethnocentrism with demographic characteristics -consumer's education, age and household income. Younger and more educated consumers are considered to be less ethnocentric and have more favourable attitude towards foreign-made products when compared to older customers and the ones with lower education [15] , [16] . Consumers with lower-income and lower-education are considered to be more ethnocentric [17] , have stronger negative attitude towards purchasing imported products and more keen to avoid foreign-made products. Hence, the following hypotheses are proposed:
H1a: In the market of dietary supplements consumer ethnocentrism is positively related to the consumers' age.
H1b: In the market of dietary supplements consumer ethnocentrism is negatively related to the consumers' education.
H1c: In the market of dietary supplements consumer ethnocentrism is negatively related to the consumers' income.
B. Consumer Ethnocentrism as a Determinant of Product Perception
In the marketplace consumers' ethnocentric attitudes determine not only moral obligation to purchase domestic products but also perceptions of the product [18] , [19] . Consumers with high ethnocentrism tend to rate higher the products produced in the domestic market [8] , [20] , [21] or even to pay premium prices for locally produced products [7] . Such consumers treat imported products as the ones with lower quality and decreased equity [11] , [12] . Strong ethnocentrism can determine overestimation of locally-made products or underestimation of the imported products [13] , [22] .
Based on the above premises, we propose the following hypothesis: H2a: Consumers with high level of consumer ethnocentrism have more favourable perception of dietary supplements manufactured in Lithuania in comparison with consumers with low level of consumer ethnocentrism.
Consumers with high ethnocentrism perceive imported products as threat for local economics and employment [3] . Reference [6] shows that a country's economic competitiveness is one of the factors determining the manifestation of ethnocentrism in consumer behaviour. Country's economical development and competitiveness show the capacity of the country to compete globally and to offer attractive products for foreign markets. Thus it is possible to draw the premise that the higher economical development of the country importing the products, the higher the threat is felt by consumers with high ethnocentrism. In other words, the higher development of the country that produces an imported product, the less ethnocentric consumers are subject to purchase the products imported from that country [23] .
This leads to the next hypothesis.
Hypothesis 2b: The higher the degree of consumer ethnocentrism, the less favourable the consumers' attitude towards dietary supplements produced in high economical development countries is.
Reference [24] shows that ethnocentric consumers are more likely to buy products made in culturally similar countries if locally-made products are not available. For the consumers with high degree of ethnocentrism the products produced in culturally similar countries are the first choice when a domestic alternative is not available [23] . It is possible to draw the premise that consumers high in consumer ethnocentrism have more favourable perceptions of the products produced in geographically and culturally close countries.
However, the data of empirical studies reflecting Lithuanian consumers' attitudes towards the products produced in neighbouring and culturally and historically close countries are controversial. Reference [17] shows that Lithuanian consumers do not have favourable attitude towards the products produced in neighbouring countries: the products made in the neighbouring countries (Russia, Poland, Latvia, and Estonia) received the lowest ratings in the research. Referring to the above-mentioned facts, it is purposeful to formulate the question whether such negative attitude of Lithuanian consumers towards the products produced in neighbouring and/or the countries with cultural, economical and historical similarities are determined by ethnocentrism. Hence the next hypothesis.
H2c: The higher the degree of consumer ethnocentrism, the less favourable consumers' attitude towards dietary supplements produced in economically, culturally and historically close countries is.
C. Consumer Ethnocentrism and the Importance of Product's Country of Origin in Purchase Decision-Making
The previous research suggests that consumer ethnocentrism might be used for predicting the importance placed on a product's country-of origin. Reference [17] shows that in the Lithuanian market the importance of product's country-oforigin is higher for ethnocentric consumers than for nonethnocentric consumers.
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As reference [12] shows, consumers high in ethnocentrism pay more attention to the country-of-origin cue. Consumers with low ethnocentrism are not particularly concerned with the moral obligation to purchase domestic products [20] . Therefore, in the process of making purchase decisions nonethnocentric consumers pay more attention to more product attributes than to a product's country-of-origin [13] .
Thus, when analyzing consumer ethnocentrism in the market of dietary supplements, we developed hypothesis H3a.
H3a: The higher the degree of consumer ethnocentrism, the more important product's country of origin and less important objective characteristics of a product are for consumers in making decisions on the purchase of dietary supplements.
The data of the research in the Lithuanian market show that for consumers with high ethnocentrism the price is more important than for the consumers with low degree of ethnocentrism [17] . When performing the research on consumers' ethnocentrism in the market of dietary supplements, the following hypothesis was formulated.
H3b: The higher the degree of consumer ethnocentrism, the more important the product price is for consumers making decisions on the purchase of dietary supplements.
III. METHODOLOGY
A. Sample Characteristics
The sample comprises the data on 352 consumers who are older than 18 years and purchase dietary supplements. The group of consumers of the sample included 87.5 % of women and 12.5 % of men. Other characteristics of the sample are presented in Table I . 
B. Data Collection and Measures
Data for this study were collected by means of survey in written form and a coordinated survey online throughout Lithuania in April 2013.
The level of consumer ethnocentrism was measured with the help of consumer ethnocentric tendencies scale (CETSCALE) [3] . The original version of 17-item CETSCALE was modified and shortened to the 12-item scale (see Table II ). The 6-item scale (where 1 means -strongly disagree; 6 -strongly agree) was used. The internal consistency of the scale was excellent (Cronbach's alpha = 0.917) When analyzing the data collected by means of this scale, four groups of respondents having different level of ethnocentric attitude were distinguished -from low level of consumer ethnocentrism to high level of consumer ethnocentrism.
In order to survey consumers' perceptions about the dietary supplements manufactured in Lithuania and foreign countries, three scales were used. The first seven-point scale was applied to analyze the quality of dietary supplements perceived by consumers (1 -very low quality; 7 -very high quality). Internal consistency of this scale was excellent (Cronbach's alpha = 0.923). The second scale was aimed to measure consumer perceptions about the safety of domestic and imported dietary supplements. The three-point scale (1 -not safe to use a product; 2 -doubt about a product safety; 3 -confident about a product safety) was applied. Internal consistency of the scale was good (Cronbach's alpha = 0.858). The third scale was meant to measure the perception of dietary supplements' price. Seven-point scale (1 -very low price; 7 -very high price) was used. Referring to the Cronbach's alpha coefficient, internal consistency of the scale was excellent (0.962).
The ten-point scale was used to determine the importance of different factors influencing the decisions on dietary supplements' choice and purchase (1 -absolutely unimportant; 10 -very important). Cronbach's alpha coefficient (0.842) showed good internal consistency of this scale.
When analyzing the data, the factors, the importance of which was evaluated by the mean from 1 to 4, have been assigned to the group of low importance factors. The factors, the importance of which was evaluated by the mean from 4 to 7, have been assigned to the group of medium importance factors. The factors, the importance of which were defined by the mean from 7 to 10, have been assigned to the group of high importance factors.
During the data analysis, the correlations between consumers' ethnocentrism and their demographic characteristics, consumers' ethnocentrism and product characteristics perceived by consumers, as well as the importance of the factors influencing purchase decisions were analyzed. a-means on the 6-point scale, where 1means -strongly disagree; 6 -strongly agree
IV. RESEARCH RESULTS AND TESTING OF HYPOTHESES
A. Ethnocentrism Level and the Relationship with SocioDemographic Characteristics
The data collected during the survey (see Table II) show that in the Lithuanian market consumers' ethnocentrism is less than moderate (the mean 2.86 on the 6-point scale). The statements a-h got less than average approval of the respondents (the mean ranges from 2.19 to 2.90). It is possible to state that the respondents inclined to oppose that buying imported products is inappropriate and may hurt local businesses and employment.
The statements i−l estimating consumers' attitudes to Lithuanian products got higher approval of the respondents (the mean ranges from 2.75 to 3.80). This confirms that the respondents' attitudes towards reliability, naturalness of Lithuanian products and their prices are more positive than negative.
Having performed the correlation analysis between the strength of consumers' ethnocentrism and socio-demographic characteristics, it was identified that the ethnocentric attitudes become stronger when the respondents' age increases (r = 0.022) and it decreases when their education increases (r = −0.101) and the monthly income per household increases (r = -0.191). However, the statistically reliable correlation was identified only between the consumer ethnocentrism and household income: the less the household income, the stronger attitude of consumers' ethnocentrism is.
Referring to the data presented above, the hypotheses H1a and H1b have been denied. The hypothesis H1c has been confirmed.
B. Consumer Ethnocentrism and the Attitude towards Local and Foreign-Made Dietary Supplements
Referring to the data presented in Table III , it is possible to state that the respondents of this survey perceive the dietary supplements produced in the countries of high economic development as ones of better quality (means range from 6.14 to 5.19) and more secure to consume (means range from 2.94 to 2.74). In other words, consumer attitudes towards the dietary supplements produced in these countries are more favourable in comparison to the attitude to the dietary supplements produced in the countries with historical, cultural and economical similarities (evaluations of the perceived quality 4.95 -3.91; evaluations of the perceived safety to consume 2.49 -1.93) and in developing geographically remote countries (evaluations of the perceived quality 4.14 -3.51; evaluations of the perceived safety to consume 1.72 -1.56).
The prices of the dietary supplements produced in highly economically developed countries are perceived as the highest. Prices of the dietary supplements produced in the countries with cultural, geographical and economical similarities, as well as in the geographically remote developing countries are perceived as much lower.
The analysis of scientific literature has shown that consumers high in ethnocentrism are inclined to overestimation of the products produced in their country. The analysis of the research data has shown that the respondents perceive the quality and safety of the dietary supplements produced in Lithuania as much better than of the dietary supplements produced in the countries with historical, cultural or economical similarities. The prices of the dietary supplements produced in Lithuania are also perceived as higher than in the countries assigned to the group of close countries. The respondents perceive the quality, prices and safety to consume of the dietary supplements produced in Lithuania similarly as of the dietary supplements produced in the high economical development countries.
The analysis of scientific literature has shown that the consumers with stronger ethnocentrism are inclined to express worse attitude to the products produced in economically developed countries. The correlation analysis of the research has shown statistically reliable negative links between the consumer ethnocentrism level and the perceived quality of the dietary supplements produced in the developed countries (Germany, Switzerland, USA, Great Britain) (respectively b-means on the 7-point scale where 1 − very low quality; 7 − very high quality; c-means on the 3-point scale where 1 − not safe to use a product; 2 − doubt about a product safety; 3 − confident about a product safety; d-means on the 7-point scale where 1 − very low price; 7 − very high price. * Correlation is significant at the 0.05 level (2-tailed); ** Correlation is significant at the 0.01 level (2-tailed). r = -0.203; -0.181; -0.266; -0.247). In other words, the stronger the consumers' ethnocentric attitudes, the worse perceived quality of the dietary supplements produced in the above-mentioned countries is.
The research data have shown statistically reliable negative correlation links between the consumers' ethnocentrism and the perceived safety of the dietary supplements produced in Scandinavian countries, France, Japan, Belgium and Netherlands (respectively r = -0.194; -0.179; -0.255; -0.212; -0.255). In other words, the stronger the consumers' ethnocentric attitudes, the worse they are inclined to evaluate the consumption safety of the dietary supplements produced in these countries.
During the research the statistically reliable positive relationship between the level of consumer ethnocentrism and the perceived quality of the dietary supplements produced in Lithuania have been identified (r = 0.178). The stronger the consumer ethnocentrism, the more favourable consumers' attitude towards the quality of the dietary supplements produced in local economy is.
Referring to the above-presented data, the hypothesis H2a is supported partially. The greater the consumer ethnocentrism, the more favourable consumer attitude towards the quality of the dietary supplements produced in Lithuania is. The statistically reliable correlations among consumers' ethnocentrism and the perceived safety of domestic dietary supplements, as well as favourable perceived price have not been identified.
The hypothesis H2b is supported. The stronger the consumer ethnocentrism, the more unfavourable consumer attitude towards the quality of the dietary supplements produced in high economical development countries or their safety to use is.
The hypothesis H2c is denied. The research data show that Lithuanian consumers perceive the dietary supplements produced in the countries with economical, cultural or historical similarities as worse than the dietary supplements produced in highly development countries and Lithuania. However, during this research there have not been found any statistically reliable correlation between consumer ethnocentrism and attitude towards the dietary supplements produced in countries with historical, cultural and/or economic similarities.
C. Consumer Ethnocentrism and the Importance of the Factors Influencing the Decisions on Purchase of Dietary Supplements
When analyzing the relationship between the consumers' ethnocentrism and the importance of the factors influencing the choice of dietary supplements (see Table IV ), the statistically reliable positive correlation between the strength of consumer ethnocentrism and the importance of Lithuanian brand name when making decisions on the purchase of dietary supplements has been identified (r = 0.401).
The research data have shown that in all four groups of the respondents with different level of ethnocentrism (Fig. 1) the well-known brand of dietary supplements is more important than Lithuanian brand name.
In the group of low ethnocentrism respondents the countryof-origin of dietary supplements is a bit more important than the well-known brand (Fig. 1 ). Both these factors: well-known brand and product's country of origin are much more important than the Lithuanian brand name.
In the groups of the respondents with less than average and higher than average ethnocentrism the country of origin of dietary supplements is a bit more important than the wellknown brand. In the group of the respondents with high ethnocentrism the well-known brand is much more important than the country of origin of dietary supplements; Lithuanian brand name is more important than product's country-of-origin.
The research data have shown that the stronger the consumer ethnocentrism, the more important the factors related to the price when choosing dietary supplements are for him / her. Statistically reliable positive correlation between the strength of consumers' ethnocentrism and the factors related to the price -the offered discount (r = 0.218), large amount for reasonable price (r = 0.166) and price (r = 0.142) -have been identified.
The research data show that the stronger the consumer ethnocentrism the more important advertising (r = 0.247), attractive packaging (r = 0.212) and comprehensive presentation on TV, radio or press (r = 0.185) are for them. Also there have been identified statistically reliable positive correlation between the strength of consumer ethnocentrism and the importance of recommendations of a pharmacist (r = 0.206), as well as doctor's recommendations (r = 0.189). The group of the high ethnocentrism respondents named the doctor's recommendations as the most important factor in choosing dietary supplements (Fig. 1) .
When analyzing the importance of the factors influencing the choice of dietary supplements in consumers' groups with different ethnocentrism (Fig. 1) , it has been identified that in all four groups personally tested quality is among the most important factors (the importance ranges from 8.37 to 9.27 on the 10-point scale). Product naturalness is attributed to important factors. As consumer ethnocentrism strengthens, the importance of this factor increases (respectively from 7.16 in the group of low ethnocentrism respondents to 8.94 in the group of high ethnocentrism respondents). Price is also attributed to the group of the factors influencing the decisions on the purchase of dietary supplements. As consumer ethnocentrism strengthens, price importance increases from 7.89 in the group of low ethnocentrism respondents to 8.69 in the group of high ethnocentrism respondents.
The number and variety of vitamins and supplements in the composition of a product is also named as one of the most important factors in all four groups of the respondents. The importance of this factor ranges from 7.01 among the respondents of the lower than average ethnocentrism level to 8.40 among the respondents of high ethnocentrism level.
The research results show that the higher the level of consumer ethnocentrism, the more factors the respondents name as very important. In the group of the respondents with low ethnocentrism six factors have been assigned as very important, eight factors -in the group of less than average ethnocentrism, ten factors -in the group of the respondents with higher than average ethnocentrism, twelve factors -in the group of high ethnocentrism; they influence the choice of dietary supplements. And conversely: the lower the level of ethnocentrism, the more factors the respondents name as less important in making decisions on purchase of dietary supplements. Among the respondents with low ethnocentrism this group involves four factors, in the group of lower than average ethnocentrismthree factors, in the group of higher than average ethnocentrismtwo factors. Such factors have not been identified in the group of the respondents with high ethnocentrism.
As the level of ethnocentrism increases, the importance of recommendations by a doctor, pharmacist and friends, as well as acquaintances and the importance of proper presenting a product in mass media increase. Thus it is possible to draw the premise that the higher the level of consumer ethnocentrism the greater influence external factors make upon decisions on buying dietary supplements.
Referring to the above-presented data, the hypothesis H3a is denied. The country-of-origin of a product is attributed to the group of moderate importance factors. Statistically reliable relationship between the consumer ethnocentrism and the importance of product's country-of-origin when purchasing dietary supplements has not been identified.
As consumer ethnocentrism strengthens, the importance of Lithuanian brand name when a consumer makes decisions on buying dietary supplements increases. However, it is necessary to point out that not always the products marked in Lithuanian lettering are produced in local economy. Sometimes the imported dietary supplements are marked in Lithuanian lettering in order to use this as a marketing instrument.
The higher the consumer ethnocentrism, the more is the importance of objective characteristics of a product (the number and variety of vitamins and supplements in the composition of a product, number of capsules to be applied per day, large amount of the active substance of interest, expiry date, product ecology). However, statistically reliable correlation between the consumer ethnocentrism and the importance of these factors has not been identified. The research results show that the higher the consumer ethnocentrism the more important the information and recommendations transmitted by means of marketing communication are for a consumer.
The hypothesis H3b is supported. The higher the level of the consumer ethnocentrism the more important the product's price, offered discount and large amount for reasonable price is for consumers when making decisions on buying dietary supplements V. CONCLUSION In Lithuania's market consumer ethnocentrism is lower than average. Consumers' attitude towards the import of products and purchase of imported products is not negative. The attitude towards reliability and naturalness of Lithuanian products is positive. The research results confirm the theoretical approach that the lower consumers' household income the stronger their ethnocentrism is.
The findings of the research performed in Lithuania's market of dietary supplements indicate that the higher the level of consumer ethnocentrism the better the consumers' opinion is about the quality of dietary supplements produced in Lithuania. The perception of the quality of dietary supplements produced in Lithuania, their safety to use and price much differs from the perceptions of dietary supplements produced in the countries with historical, cultural or economical similarities. It is possible to draw the premise that Lithuanian consumers are subject to the overestimation of the quality of the dietary supplements produced in local economy. The perception of the quality, price and safety of the dietary supplements produced in Lithuania is close to the perception of the dietary supplements produced in the countries of high economic development.
The stronger the consumer ethnocentric approach the worse the attitude towards the quality of the dietary supplements produced in Germany, Switzerland, the USA and Great Britain, and the safety of the dietary supplements produced in Scandinavian countries, France, Japan, Belgium and the Netherlands is.
Personally tested quality, price and product naturalness get into the four most important factors when choosing dietary supplements in all groups of the respondents with different level of consumer ethnocentrism. The importance of other factors varied in the distinguished groups of the respondents.
The stronger the consumer ethnocentrism, the more factors the consumers are subject to name as very important and important in making decisions on the purchase of dietary supplements. The higher the level of consumer ethnocentrism, the more important the factors related to decisions on the purchase of dietary supplements, external marketing communication, recommendations of a doctor and pharmacist, as well as Lithuanian brand name are.
In groups of the respondents with different level of ethnocentrism well-known brand is more important than Lithuanian brand name. in the group of the respondents with high consumer ethnocentrism level the Lithuanian brand name is more important than the product's country of origin. It is possible to explain this by the fact that some companies importing dietary supplements use local brand names adapted for Lithuanian market with Lithuanian captions.
The ethnocentrism of Lithuania's consumers does not explain why dietary supplements produced in the countries with cultural and historical similarities are perceived as much worse than the ones produced in Lithuania. In order to explain this phenomenon it is purposeful to carry out the research on consumer animosity towards the neighbouring countries. 
